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The processes of globalization, changes in international markets, and increased competition resulted in the increase in 
business interest in social issues, observed from the beginning of the twenty-first century. This means that the 
management of the company is not only to gain profits but also to implement certain social objectives thanks to 
which these profits will be higher. 
Establishment of corporate foundations is one of the forms of implementing such goals. In Poland, corporate 
foundations are understood as foundations founded by one or several companies. Their activities involve the 
interaction between business and non-governmental organizations, local governments, and local community.  
The aim of this paper is to present and assess the impact of corporate foundations on the activity of the company. 
The main subject of the discussion focuses on the relationship between the company and the foundation, and 
advantages that either party may obtain. 
The study presents basic information about corporate foundations operating in Poland, their relationships with 
companies and with the environment, and on the effects of their activities. The considerations are based on the results 
of the research conducted by the Polish Donors Forum in 2012. 
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1. Introduction  
Managing a company is a complex process, in which, therefore, many different factors should be taken 
into account. The factors can be divided into those of economic and social nature. These factors strongly 
depend on the goal of the business. 
If we take into account economic factors then the goal of the business is to maximize profit and to 
maximize owners’ income. In contrast, the social factors strive to satisfy the needs of its stakeholders, 
which is associated with the concept of corporate social responsibility. Companies implement CSR by 
establishing corporate foundations. 
This paper presents different concepts of the goal of the companies with a particular focus on the 
concept of corporate social responsibility. Against this background, corporate foundations as a tool to 
achieve social goals of companies will be discussed and this will be the basis for discussion devoted to the 
functioning of corporate foundations in Poland. Based on research conducted by the Donors Forum in 
2012 we will present problems of subjective and objective scope of corporate foundations, and the reasons 
for their establishing which will make it possible to develop models of their operation. Against this 
background we will discuss relations between corporate foundations and companies which found them. 
This will provide a basis for evaluating the impact of these foundations on the performance of their 
founders and to formulate positive and negative sides of the relationship between foundations and their 
founders. 
Hypotheses: 
Corporate foundations are an instrument (tool) for the implementation of corporate social responsibility. 
 Implementation of the social objectives of businesses helps to improve the company’s image. 
 Social activities of companies improve the results of their activities. 
2. The objectives of the activities of the company 
Economic development and more broadly, civilizational development increases the demand on the 
theoretical and practical aspects of the development of management sciences. This is due to the fact that 
because of the complexity of the world there emerge various types of organizations whose operations 
become more and more complicated (Frąckiewicz-Wronka, 2007). Therefore, a broadly understood 
management can now be regarded as one of the basic factors of development (European Commission 
Communication, 2004).  
Both in foreign and national literature there are many definitions of management. Regardless of the 
differences in interpretations of many authors, management is understood as a process, which consists of 
decisions and actions related to the development and achievement of previously established objectives 
(Domański, 2010).  
A more extensive definition defines management as “... a process of information and decision-making 
(supported by planning, organization, motivation, and control functions), whose purpose is to decide the 
key issues of operation of the enterprise, its survival and development, with particular emphasis on 
environmental impacts and factors of… their own productive potential” (Stabryła, 2007).  
It follows from the definition given above that management aims to achieve the pre-established 
objectives of an entity and that these objectives can be accomplished both by the use of the internal 
potential and the impact of the external environment.  
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Formulation of the objective of company’s activities and an indication of the mission and vision of its 
operation are the conditions which ensure its development in a changing environment (Błoch, Wieczorek-
Kosmala, 2012). 
One should note that in practice the companies implement many different objectives, but these 
objectives are subject to hierarchy and in the long run one of them is regarded as the main objective 
(Gorczyńska, 2009).  
Objectives of the company are recognized in the literature from various points of view. 
The most common concepts are: 
Traditional theory (neoclassical), 
Managerial theory,  
Behavioral theory (Sudoł, 2006). 
The traditional theory (neoclassical) assumes that the purpose of the company is to maximize profit, or 
actually maximize the rate of return on capital or net profit compared to the value of equity. 
According to many authors, this theory is flawed (Emery, Finnerty, Stowe 2004). The most important 
flaws include: 
- Measuring expected effects on the basis of expected accounting profit, which does not take into 
account changes in the company. 
- Determination of net income based on the profit and loss account, which does not reflect the actual 
cash flows. 
- The use of different accounting principles, which makes it impossible to compare different categories 
of profit. 
In addition, the thus-formulated objective of the company does not consider the interests of other 
stakeholders (external), who are also interested in the affairs of the enterprise.  
The managerial theory assumes that the main objective of the company is to maximize the income of 
the owners which is often equated with maximizing the value of a listed company plus the dividend. This 
theory is flawed like the neoclassical theory. Again, the objective of the company takes into account only 
the interests of the owner not taking into account other stakeholders (Gorczyńska, 2009). 
Behavioural theories assume that the objective of business is to meet the expectations of stakeholders. 
This means that the owners should take such actions that have a positive impact on their image, which 
will enhance their competitive position and, consequently, improve the financial result of the company 
(Gorczyńska, 2013). 
3. Corporate foundations in Poland 
3.1. Method and scope of research 
Data analysed in the following part of the paper come from the report of the survey carried out in 2012 
by the Donors Forum (Corporate Foundations 2012). 
It was assumed that the corporate foundations are also those which were established by a company or 
several companies and foundations founded by individuals closely associated with companies. Under this 
assumption 117 foundations were identified in our country. 
The study was conducted in two stages: 
- Quantitative survey - using the on-line questionnaire, to which 55 foundations responded,  
- Qualitative survey - using in-depth interview which covered 17 foundations. 
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3.2. Reasons for the establishment of corporate foundations 
Corporate foundations began to be established in Poland as early as in 1990 and in subsequent years 
their number has been constantly growing. 
Table 1. Number of corporate foundations established in subsequent years 
Year 1990 1991 1992 1993 1994 1995 1996 1997 
Number of 
foundations 
2 1 2 4 4 2 5 5 
Year 1998 1999 2000 2001 2002 2003 2004 2005 
Number of 
foundations 
3 4 4 5 8 2 11 6 
Year 2006 2007 2008 2009 2010 2011 2012  
Number of 
foundations 
5 2 6 8 1 6 7  
Source: Fundacje korporacyjne w Polsce (2012). 
The number of foundations established in each year varies. In the beginning it was small; however, as 
companies became aware of the role of foundations in their business, a marked increase in their number 
was recorded. In particular, this applies to the years 2004 and 2010. 
The territorial distribution of foundations is very uneven. 
Table 2. Number of corporate foundations in the various provinces 
Province (voivodeship)  Number of corporate foundations 
Masovian 63 
Silesian 11 
Greater Poland 10 
Lesser Poland  8 








West Pomeranian 1 
Source: as in Table 1 
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More than half of corporate foundations are concentrated in Masovian Voivodeship and mainly in 
Warsaw. Relatively numerous foundations are in the provinces of Silesia, Greater Poland, and Lesser 
Poland. In three provinces, there is no information on corporate foundations. These are Lubush, Podlaskie, 
and Łódź Provinces. 
The founders of corporate foundations represent various industries. 
Table 3. Corporate foundations by industry 
Industry Share in % 
Finance, banking, insurance 36% 
Media and publishing 15% 
Power engineering, fuel, raw materials 9% 
Consulting 8% 
Chemical 8% 
Construction and real estate 6% 
Medicine 6% 
Pharmacy 4% 
Public sector 2% 
Telecommunications, information technology 2% 
Heavy industry 2% 
Other 2% 
Source: as in Table 1 
Mainly companies from finance, media and heavy industry are establishing corporate foundations. 
Industries related to medical industry (chemistry, medicine, pharmacy) also play quite an important role as 
founders. The public sector is slightly interested in this form of activity.  
The main motives for establishing corporate foundations are: 
The desire to separate the social activities from the company’s business. This means, on one hand 
relieving employees from dealing with social issues, and on the other hand it enables a more professional 
approach to these issues by persons employed in the foundation. 
The ability to develop a coherent strategy for corporate and foundation social responsibility. 
Creating a positive image of the company, making contact with the stakeholders on the non-business 
ground. 
Personal social sensitivity of the founder or empathy for the needy. 
3.3. The scope of activities of corporate foundations. 
The main lines of activities of corporate foundations are presented in Table 4 
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Table 4. Lines of activities of corporate foundations 
Lines of action Share 
Healthcare, help for the disabled 29% 
Education and upbringing 29% 
Support for institutions, NGOs, and civil 
initiatives 
13% 
Social services and social assistance 9% 
Art and culture 4% 
Scientific research 4% 
Sports, tourism, recreation, hobbies 2% 
Labour market, employment, economic activity 2% 
Local development 2% 
Environmental protection, ecology 2% 
Other 4% 
Source: as in Table 1 
 
The vast majority of corporate foundations prefer help in the field of healthcare and support for people 
with disabilities and the education and upbringing (each 29%). Non-governmental organizations, citizens’ 
initiatives (13%) and social assistance (9%) are less popular. In contrast, there is little support for science, 
culture, and sport. There is surprisingly little interest in supporting employment and economic activation 
in the labor market which could result in an improved image. There was also little interest in ecology and 
environmental protection, but in these fields companies can act within their business. 
3.4. Forms of support for foundations 
The forms of support can be divided into two groups 
Financial support,  
Non-financial support. 
Financial support as a form of assistance is indicated by 85% of the surveyed foundations. As many as 
79% of them noted that the level of support depends on the decision of the company board. 
Non-financial forms of support include:  
Substantive support construed as consultancy or knowledge transfer (law, marketing, PR, accounting). 
About 80% of foundations received this kind of support. 
In-kind support, which mostly involves sharing premises or office equipment with foundations, 65% of 
foundations took advantage of this kind of support.Making electronic communication channels (e.g., 
Internet) available to foundations in order to communicate with stakeholders and to create the image of 
the founder.  
3.5. Beneficiaries of corporate foundations 
Beneficiaries of corporate foundations are usually chosen on the basis of social needs. Companies often 
use the opinion of their customers. 
From an institutional point of view the beneficiaries of support from foundations are: 
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Public institutions, 
Non-governmental organizations,  
Commercial entities. 
As the main beneficiary of their activities 78% of founders indicate public institutions. These include 
for example: schools, hospitals, orphanages and libraries. 
Support for NGOs in the form of foundations, associations, etc. is declared by 69% of the surveyed 
corporate foundations. The least popular are commercial entities, only 9% of foundations declared help 
for these entities.  
Individuals are the second group of beneficiaries of corporate foundations. 
 
Table 5. Social groups as beneficiaries of foundations activities 
Social group Percentage share 
Children and adolescents 71% 
Disabled persons 44% 
Sick persons 27% 
Students and researchers 25% 
The poor and homeless 11% 
The population of rural areas and small towns 7% 
Employees of the company 7% 
Women 5% 
Victims of the Holocaust 5% 
Unemployed 4% 
Artists 2% 
National and ethnic minorities 2% 
Elderly people 2% 
Athletes 2% 
Source: as in Table 1 
 
The main recipients of aid from corporate foundations are children and adolescents, (71%) of 
foundations indicate this group of people. Much less attention is directed to the disabled, sick, 
unemployed and the poor persons (about 27%). One-fourth of foundations declare their support for 
students and researchers. Forms of corporate foundations support for institutional entities are presented in 
Table 6.  
 
Table 6. Types of corporate foundation support for institutional entities 
Forms of support  Percentage share 
Financial support 73% 
In-kind support  44% 
Free services 44% 
Protecting the rights of organizations  5% 
No action  13% 
Source: as in Table 1 
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Financial support is the most common measure declared by 73% of corporate foundations. They 
finance projects, provide grants, subsidies, donations, etc. Almost half of foundations (44%) offer in-kind 
support to organizations by donating equipment, materials, etc. Provision of free services is on the same 
level (44%) and takes the form of consultancy, training, etc. 
Apart from the forms of support for institutions, corporate foundations assist individuals. In this case it 
is also mainly cash, 69% of foundations declare such aid. The monies are intended for scholarships (29% 
of responses), for purposes other than scholarships (36% of responses), purchase of products or services, 
or reimbursement of such expenses. The in-kind support such as educating public opinion (20% of 
responses), or provision of services (18% of responses) plays a smaller role. 
Summary 
In Poland, there are approximately 60,000 active NGOs, of which 11,000 are registered foundations. 
However, the number of active foundations is just over 8,000. If we assume that the declared number of 
corporate foundations is approximately 100 of entities, it means that they represent a small segment of the 
NGO sector.  
An important feature of corporate foundations is that they focus their activities more than other non-
governmental organizations on support for institutional operators and in particular non-governmental 
organizations and public institutions. Particular attention in this area is devoted to the issues of assistance 
to the needy in terms of education, education, and health care. 
The beneficiaries, who are individuals, include mostly children, young people, the sick, and the poor 
and homeless.  
Regarding the sources of revenue, the corporate foundations mainly benefit from the support of their 
founding companies. In this way they conduct philanthropic activities involving the creation of “shared 
value”. 
This strategy assumes that by combining business and philanthropic activities an enterprise can create a 
new quality of cooperation with civil society organizations, initiate social changes, which in turn will help 
to achieve better economic and financial results. 
Will the Polish companies adopt such strategies involving the establishment of corporate foundations? 
According to the research, the Polish companies which create corporate foundations are guided by 
different motives. In addition to the pragmatic desire to separate business from social activities (such as 
getting rid of an administrative burden), the individual social sensitivity of the company owners, other 
motives include the desire to improve the image of the company or develop - through the foundation - a 
coherent concept of corporate social responsibility - CSR). 
Each of these motives is related to the modern management of the company and may consequently 
contribute to the better performance of its business activities. 
A more in-depth analysis of research on corporate foundations operating in Poland makes it possible to 
identify three groups of foundations: 
“Charitable foundations” which operate in a distributed manner by financially supporting various groups 
in need. Their activity is not related to the profile of the company. Relation foundation - beneficiaries 
is largely one-sided and consists in providing donations. These foundations do not use philanthropy to 
build the image of the company and do not measure the effects of their projects, 
“Corporate and commercial foundations”, their charity is treated as a means to achieve their business 
objectives. They are strongly associated with their founders, and use their financial and material 
1001 Krystyna Kietlińska and Bożena Mikołajczyk /  Procedia - Social and Behavioral Sciences  150 ( 2014 )  993 – 1001 
resources. They are part of a public relations or advertising and bring actual branding benefits for the 
company. 
“Mature corporate foundations”, they have a strategy and implement it in accordance with the principles 
of social responsibility. These foundations have knowledge of social needs and consistently implement 
them on the basis of programs prepared by experts. They also measure the results of their operations 
and their impact on the founder’s business (Kaczmarek, 2012).  
This overview has shown that the assessment of the relationship between the foundation and the 
founder may be difficult due to different management methods used by individual companies. In addition, 
many corporate foundations so far not only failed to assess the effects of their social activities, but also do 
not examine the social needs that they could alleviate. Even if companies are aware of the difficult social 
problems, if their engagement does not enhance their image (because for example, mass media is not 
interested) they often do not engage in such activities or even analyse such needs. 
Summing up, the impact of the enterprise management on the development of corporate foundations in 
Poland is small. One should hope, however, that operators will increasingly realize that modern 
management has a very close relationship with their social activities. 
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